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PENGARUH DAYA TARIK PESAN SALES PROMOTION 





Oleh: Cristi Ivania 
 
Penelitian ini dilatarbelakangi dengan penggunaan bentuk-bentuk sales 
promotion yang kerap digunakan beauty e-commerce di Indonesia untuk menarik 
perhatian khalayak dalam melakukan pembelian. Sociolla merupakan salah satu dari 
beberapa beauty e-commerce di Indonesia yang sering menggunakan sales promotion. 
Pada bulan Maret hingga April 2021, Sociolla mengadakan program promosi Sociolla 
Fantasix Birthday dan menerapkan beberapa bentuk promosi, salah satunya adalah 
potongan harga/diskon. Sociolla menggunakan platform media sosial Instagram untuk 
memberi informasi mengenai pesan diskon. Untuk itu, penelitian ini bertujuan 
mengetahui daya tarik pesan sales promotion Sociolla Fantasix Birthday berpengaruh 
terhadap keputusan pembelian pelanggan. Penelitian ini menggunakan teori 
Elaboration Likelihood Model (ELM), daya tarik pesan, sales promotion, dan 
keputusan pembelian.. Penelitian ini menggunakan pendekatan kuantitatif yang 
bersifat eksplanatif. Metode yang digunakan adalah survei dengan menyebarkan 
kuesioner secara online kepada 250 responden yang merupakan followers Instagram 
Sociolla dengan penarikan sampel dengan beberapa kriteria, yaitu berusia 18-34 tahun 
dan pernah melihat konten promosi Sociolla Fantasix Birthday Hasil yang didapatkan 
dari uji regresi linear sederhana, menunjukkan bahwa daya tarik pesan sales promotion 
berpengaruh secara signifikan sebesar 20,8% terhadap keputusan pembelian. 
 
 
Kata kunci: Elaboration Likelihood Model, Daya Tarik Pesan Sales Promotion, 





THE INFLUENCE OF ATTRACTIVENESS OF SOCIOLLA 
FANTASIX BIRTHDAY SALES PROMTOION MESSAGES 




By: Cristi Ivania 
 
 
This research is motivated by the use of sales promotion forms that are often 
used by beauty e-commerce in Indonesia to attract the attention of the public in making 
purchases. Sociolla is one of beauty e-commerce in Indonesia that often uses sales 
promotions. Sociolla held a Sociolla Fantasix Birthday promotion program and 
implemented several forms of promotion, one of which was a discount from March to 
April 2021. Sociolla uses the Instagram social media platform to provide information 
about discount messages. For this reason, the researcher wanted to examine whether 
the attractiveness of the sales promotion message carried out by Sociolla during the 
promotion period had an effect on customer purchasing decisions. This study uses the 
theory of the Elaboration Likelihood Model (ELM), messages strategy, sales 
promotion, and purchase decisions. This research uses an explanative quantitative 
approach. who are followers of Instagram Sociolla Sampling method uses several 
criteria, such as respondent must be in the range of age 18 to 34 year old and have 
seen the promotional content of Sociolla Fantasix Birthday. The results shows that 
there is an influence between the attractiveness of Sociolla Fantasix Birthday sales 
promotion messages towards purchase decisions by 20,8%. Therefore conclude that 
the attractiveness of Sociolla Fantasix Birthday sales promotion messages gives a 
significant influence towards purchase decisions. 
 
 
Keywords: Elaboration Likelihood Model, The Attractiveness of Sales Promotion 
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